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LETTER 


TO OUR 

SHAREHOLDERS 


Nineteen fifty-nine was a growth year for Kresge. We opened 42 new stores, the largest number 
in any single year since 1930. Nine of the new stores are in five states new to our operations and a 
tenth was in Puerto Rico—our first on the island. 

Further geographic expansion is planned for 1960. We now anticipate the opening of approxi¬ 
mately 60 stores, extending our operations into additional states and new locations in Canada and 
Puerto Rico. 


With an eye to the future the Kresge Company is investing now in areas of outstanding economic 
and population promise. We are closing our store operations where there is no reasonable expecta¬ 
tion of current and future profitable operations. Under this program, 23 stores were closed in 1959. 
All were currently unprofitable or in locations where we could not negotiate satisfactory lease 
renewal terms. 

Sales of the three companies, consolidated, amounted to $404,904,879 in 1959, exceeding the 
1958 figure by $20,525,517 or 5.34%. Although our sales were the highest ever recorded, they were 
somewhat less than had been anticipated—particularly late in the year when the steel strike adversely 
affected areas where we have heavy concentrations of stores. 


Earnings for 1959 were $12,685,662 or $2.30 per share, compared with $2.50 per share in 1958. 
Several factors contributed to the reduction in earnings. Prominent among these items and related 
to our expansion program were: 

Losses sustained on the sale of real estate no longer required, which freed funds 
for new stores. 

The costs of closing 23 unprofitable stores, including several with substantial 
volume in major city downtown locations. 

The start-up costs of 42 new stores. 

We are continuing to open stores primarily in shopping centers, which permits maximum 
merchandising use of funds. 

New stores are substantially larger than older units, with broader merchandise assortments, 
including better quality and higher ticket items. 



S. S. Kresge 


An interesting phase of our research program is a pilot study of customer credit in 68 stores in 
the Metropolitan Detroit area. 

We are confident the long-term effect of actions now being taken will be highly favorable. 

Sales prospects for 1960 are generally encouraging. Present store closing plans involve fewer 
locations and a lesser total cost. We anticipate improved earnings in 1960. 




Chairman of the Board 


President 
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HIGHLIGHTS 



1959 

1958 

Sales to Customers. 

$404,904,879 

$384,379,362 

Number of Stores in Operation at December 31. 

725 

706 

Net Earnings. 

Per Share. 

$ 12,685,662 

$2.30 

$ 13,794,581 

$2.50 

Dividends Paid in Cash. 

Per Share. 

$ 8,828,595 

$1.60 

$ 8,828,595 

$1.60 

Earnings Retained in Business. 

Per Share. 

$ 3,857,067 

$ .70 

$ 4,965,986 

$ .90 

Salaries, Wages, and Employees’ 

Benefits.%. 

Per Sales Dollar. 

$ 82,337,733 
20.34% 

$ 78,237,611 
20.35% 

Taxes of All Kinds, Including 

Income Taxes. 

Per Sales Dollar. 

Per Share. 

$ 24,450,823 
6.04% 

$4.43 

$ 24,698,132 
6.43% 

$4.48 

Allowance for Depreciation and Amortization of 

Buildings and Equipment. 

$ 8,434,050 

$ 8,001,872 

Plant and Equipment Additions, Less Retirements.... 

$ 9,716,501 

$ 9,738,413 
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1959 OPERATIONS 


and looking ahead 


On the following pages we review certain impor¬ 
tant aspects of 1959 financial results and the December 
31, 1959 balance sheet of the S. S. Kresge Company 
and its two wholly owned subsidiaries. These sub¬ 
sidiaries are the S. S. Kresge Company Limited 
operating stores in Canada similar to those of the 
parent in the United States, and the Mount Clemens 
Pottery Company, manufacturers of dinnerware in 
Mount Clemens, Michigan, for sale through the 
parent company’s stores and others. 

Sales to customers were $404,904,879, an increase 
over 1958 of $20,525,517 or 5.34%. The United States 
and the Canadian merchandising companies both 
contributed to this increase, which was primarily a 
result of new stores. 

At the end of July, the merchandising companies 
had a sales increase of 7*/i%. Each month thereafter 
our increase was substantially below this level with 
the cumulative effect of the steel strike materially 
depressing Christmas season sales. 

Income Declined: 

The consolidated net income of the three com¬ 
panies for 1959 was $12,685,662 or $2.30 per share 
of stock outstanding. This was a decline of $1,108,919 
or 20c a share from the net earnings of 1958. 

A number of factors contributed to this decline. 
Eleven pieces of property no longer useful in our 
business were sold at a net loss of $467,848 after taxes. 
We opened 42 new stores in 1959 compared with 30 in 
1958. Pre-opening costs are substantial and can rarely 
be recovered during the first fractional year of oper¬ 
ation. New stores opened in 1959 operated an average 
of five and one-half months, compared with an average 
of six and one-half months for those opened in 1958. 
Included in the 23 stores closed in 1959 were 3 units in 
downtown locations, with a total sales volume of 
almost $3,000,000 in 1958. The majority of the events 
or transactions that adversely affected our 1959 net 
income occurred in the latter half of the year. 


Our normal expenses in 1959 were satisfactorily 
controlled. The largest cost in this category, employees’ 
compensation at 20.34% of sales, was below 1958 and 
at the lowest point in any year since 1952. 

Dividend Continued: 

Quarterly dividends of 40c per share were con¬ 
tinued in 1959. The total dividend of $1.60 per share 
was the same as in 1958. 

Dividend distributions were equal to 70% of 1959 
earnings as compared with 64% in 1958. The first 
quarterly dividend for 1960 has been declared at 40c, 
the same as in 1959. 

Tax Support 
of Government: 

Our income tax provision, reflecting decline in 
1959 income, was down substantially, but other taxes 
were increased sharply, with the result that our total 
tax payment of $24,450,823 was only $247,309 less 
than our payment for 1958. 

The Federal tax for social security old age benefits 
went up January 1, 1959 from 2V\% to 2 Vi% for both 
employer and employee, and another Vi% as of 
January 1,1960. Unemployment tax rates were generally 
higher in 1959 because of above-normal unemploy¬ 
ment in 1958. Municipal taxes continued to increase. 

We, as retailers, are required to collect a multi¬ 
plicity of sales and excise taxes for federal, state, and 
local governments without reimbursement of related 
costs. Along with all other employers, we are with¬ 
holding taxes from employees’ earnings for all levels 
of government, accumulating data and periodically 
reporting the amounts withheld from individuals. The 
costs of the labor, mechanical equipment, and other 
factors involved, are quite substantial. During 1959 we 
collected from customers, or withheld from employees, 
for tax reasons more than $21,566,800. 
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Canadian Operations 
and Earnings: 

Sales in Canada were again higher than in any 
preceding year. The sales pattern, however, varied 
from that in the United States. Canadian early year 
increases were lower, but from August to year-end 
were well above those in the United States, directly 
reflecting the depressing effects of the steel strike on 
United States operations. 

Our Canadian investment continues to provide a 
satisfactory return. 

We added 5 new stores to our Canadian group in 
1959 and expect to open 5 more in 1960. 

The accounts of the Canadian subsidiary have 
been consolidated on the basis of par for United 
States and Canadian dollars, except for the fixed 
assets and long term liabilities which have been con¬ 
verted to U.S. dollars at appropriate exchange rates, 
at dates acquired or incurred respectively. 

Forty-two 

New Stores Opened: 

The 42 new stores opened during the year include 
nine in five states not previously served by our Com¬ 
pany—Alabama, Arizona, Florida, Tennessee, and 
Texas. Our first Puerto Rican store was also opened 
last year. 

Twenty-two stores were closed in the United 


CONSOLIDATED SALES 

MILLIONS 
OF DOLLARS 



States and one in Canada. Leases covering the premises 
housing the majority of these stores were either not 
renewed or were cancelled because of unprofitable 
operations. A few were in Kresge-owned properties 
which have been sold, or will be sold when satisfactory 
terms are negotiated. 

Closing costs were above normal in 1959 because 
of the number and above-average size of the stores 
involved. 

We will continue to close stores where lease terms 
and rentals offered on renewal dates do not provide an 
opportunity for a reasonable return on the Company’s 
investment. 

We had 725 stores in operation on December 31 — 
632 in the United States, 92 in Canada, and 1 in 
Puerto Rico. 

Nineteen stores were modernized during 1959 and 
39 were converted to checkout service. All of the new 
stores are checkout operations. On December 31 we 
had a total of 407 checkout stores or 56% of the total. 
With proper salesperson service for certain merchan¬ 
dise and adequate supervision, checkout operation 
provides the best service to our customers at an 
economical cost to the Company. 

Our currently budgeted 1960 program for stores 
now in operation involves the modernization and/or 
enlargement of 5 locations, and the conversion of 20 
stores to checkout operation. 


ADDITIONS TO PROPERTIES 

MILLIONS 
Of DOLLARS 



1950 1951 1952 1953 1954 1955 1956 1957 1958 1959 
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Opportunities Ahead: 

We now have signed leases or have purchased 
properties to house 99 new stores scheduled to open 
in 1960 or later. Approximately half of these stores will 
open in states where Kresge stores were unknown prior 
to 1958. Negotiations are now in progress for a com¬ 
parable number of others in these new areas. 

We had a very successful opening of our first 
Puerto Rican store in a San Juan shopping center in 
November 1959. Another store was opened there in 
February 1960. A lease has been signed for a third 
store to open later this year, and several others are in 
prospect for future years. 


STOCKHOLDERS’ EQUITY 

DOLLARS 
PER SHARE 



1950 1951 1952 1953 1954 1955 1956 1957 1958 1959 


Our real estate representatives continue to be very 
active in locating and negotiating for desirable store 
sites in all parts of the United States, Canada, and 
Puerto Rico. An office has been opened in California 
with a resident representative to further our interests 
in the Far West. 

Shopping centers continue to provide our most 
profitable opportunities in both old and new areas. 
They permit store openings with a minimum of capital 
investment, thus providing maximum merchandising 
use of Company funds. 

We cannot accurately forecast 1960 new-store 
openings because of the unpredictable progress of 
shopping center financing and construction. It is 


anticipated, however, that approximately 60 new 
stores will open during the year. 

Working Capital 
Maintained: 

Our working capital, although up in dollars from 
$66,447,187 at the end of 1958 to $68,192,916 at the 
end of 1959, declined slightly in ratio to current 
liabilities from 2.76 to 1 at December 31, 1958 to 2.73 
to 1 at the 1959 year-end. It is ample for our oper¬ 
ations, except during the high merchandise inventory 
periods of the year. Cash and government bonds at 
$41,066,472 are lower than a year ago by $1,981,130, 
but continue to exceed total current liabilities. 

Inventories of merchandise are valued at $64,801,- 
525, up $4,746,651 from the 1958 year-end. Their ratio 
to the relative year’s sales rose from 15.62% at the end 
of 1958 to 16% at December 31, 1959 because of the 
additional new and larger stores. We continue to have 
a well balanced and clean inventory. 

Little Change in 

Fixed Asset Investment: 

Our 1959 provision for depreciation of $8,434,050, 
plus sales of non-operating properties, came within 
$1,282,451 of offsetting the capitalized costs of our 
new-store and modernization program for the year. 
Net capital additions for the year amounted to 
$9,716,501. The book value of properties sold was 
$3,373,649 which, when added back to the net capital 
additions, indicates a net expenditure for fixed assets 
of $13,090,150 before property sales. 

The percentage of fixed assets to total assets, 
which reached a post-war peak in 1957 of 59.37%, has 
continued to decline. At the end of 1959, the percent¬ 
age was 57.49%. The leasing of premises rather than 
ownership keeps investment per store to a minimum. 

Rates of depreciation charged to income for the 
year were identical with those charged for the pre¬ 
ceding year. We continue to use the accelerated de¬ 
preciation permitted under United States and Cana¬ 
dian laws for income tax purposes. Accounting pro¬ 
vision is made for possible deferred income tax 
liability. 

Current Liabilities 
up Moderately: 

With a rising sales volume and a related increase 
in merchandise inventories, current liabilities of 
$39,498,670 are $1,761,870 above a year ago. 

Stockholders' Equity 
I ncreased: 

Earnings for 1959 exceeded dividend payments by 
the comfortable margin of $3,857,067, thus increasing 
stockholders’ equity to a book value per share of 
$36.87—up 70c from a year earlier. 
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INCOME 


INCOME 


AND 

RETAINED 


CONSOLIDATED STATEMENT OF INCOME AND INCOME RETAINED FOR USE IN THE 
BUSINESS FOR THE YEARS ENDED DECEMBER 31, 1959 AND 1958 


1959 1958 


Sales. 

Interest income. 

Net miscellanesous income 


$404,904,879 

227,699 

204,358 

$405,336,936 


$384,379,362 

198,689 

49,032 

$384,627,083 


Cost of merchandise sold and operating, general and administrative 


expenses, less income from rentals. $357,576,439 

Taxes—other than U. S. and Canadian income taxes. 11,450,823 

Depreciation and amortization. 8,434,050 

Interest expense. 779,011 

Loss on disposals of fixed assets and cancellation of leases. 1,410,951 


$379,651,274 
$ 25,685,662 

Estimated U. S. and Canadian income taxes including 


deferred income taxes. 13,000,000 

Net income for the year. $ 12,685,662 

Income retained for use in the business at beginning of year..,. 144,205,819 

Cash dividends paid—$1.60 a share. (8,828,595) 

Income retained for use in the business at end of year. $148,062,886 


$336,451,633 
10,598,132 
8,001,872 
760,471 
920,394 
$356,732,502 
$ 27,894,581 

14,100,000 
$ 13,794,581 
139,239,833 
(8,828,595) 
$144,205,819 


February 8, 1960 

TO THE STOCKHOLDERS OF 
S. S. KRESGE COMPANY: 

In our opinion, the accompanying consolidated statements present fairly the financial position of S. S. Kresge Company and its 
subsidiary companies at December 31, 1959, and the results of their operations for the year, in conformity with generally accepted 
accounting principles applied on a basis consistent with that of the preceding year. Our examination of these statements was made in 
accordance with generally accepted auditing standards, and accordingly included such tests of the accounting records and such other 
auditing procedures as we considered necessary in the circumstances. 

PRICE WATERHOUSE & CO. 

Certified Public Accountants 
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MANAGEMENT POWER 


the key to Kresge's success 


The men who manage your stores are the back¬ 
bone of your Company’s success. Every top executive 
in the Company today was at one time a Kresge store 
manager. 

Kresge’s emphasis on the careful recruitment and 
training of young men for future store management 
has been well rewarded, and will continue to be a 
major factor in your Company’s operation. These men 
must be of high calibre and have distinct merchandis¬ 
ing qualifications. 

Kresge offers young men 
excellent opportunity 

The Kresge Company opened 41 new stores in 

1959, and plans to open 60 more new stores during 

1960. Each of these stores must have a manager and 
assistant managers, the men to be selected from Kresge 
stores already in operation. This automatically means 
promotions all along the line, and calls for the recruit¬ 
ment and training of many new men to fill the positions 
vacated by those who have advanced. It is the Kresge 
policy to promote within the organization; and the 
success attained by management trainees is governed 
solely by their individual effort and ability. 

The magnitude of the job of selecting and training 
men involves far more than meets the eye. During 
1959, top management representatives visited 125 
colleges from Texas to Maine and from Florida to 
Colorado, and interviewed over 1500 prospects. The 
new men chosen moved immediately into Kresge’s 
training program in preparation for store management 
and executive positions. 

Training program 
is extensive 

This management development program is all- 
inclusive, embracing every phase of store operation. 

For example, during the first four months, the men 
are placed in reserve training stores where they receive 
highly intensified training in major steps of store man¬ 
agement. Upon completion of this course, trainees are 
transferred to other stores as junior assistant mana¬ 
gers. The thoroughness of Kresge’s training depends 
to a large extent upon the ability of the managers 
especially selected to train young men. And their suc- 



Mr. W. E. St urges. Vice President-Director of Personnel 
(seated), and Mr. P. C. Dikeman, Personnel Training Manager 
(standing), discussing with trainee his initial step into Kresge’s 
management training program. 


cess in developing these trainees also contributes to 
the further progress of the managers themselves. 

During each man’s training, he attends three com¬ 
prehensive seminars, one covering food operation, 
one on office procedure, one on general store oper¬ 
ation. These seminars review the training the men 
have already received, and feature several discussion 
groups to work out special problems. 

Since food is Kresge’s largest single department, it 
is important that men acquire a wide knowledge in this 
department early in their careers. Thus they can sup¬ 
plement it with actual on-the-job experience in their 
respective training stores. This experience embodies 
all details of food operation, from buying and quality 
control to customer service. 

Currently there are 844 young men in Kresge’s 
store management training program. And with the 
high rate of new store openings, mandatory retire¬ 
ments and other promotional opportunities, your 
Company’s trainee total must always be maintained 
at a high level. 

1959 a year of 
many promotions 

During the past year 64 men-in-training were pro¬ 
moted to store management; 182 men were advanced 
to other responsible managerial positions; 9 man¬ 
agers were elevated to superintendents; 7 men were 
moved up to executive positions; 11 executives were 
appointed to higher ranking offices. 
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CONSOLIDATED 


December 31, 1959 and 1958 


ASSETS 

1959 

195 8 

Current Assets: 

Cash. 

$ 32,948,403 

$ 36,390,302 

U. S. and Canadian Government securities, at cost approximating market. 

8,118,069 

6,657,300 

Miscellaneous accounts receivable, less allowance for possible losses. 

1,823,589 

1,081,511 

Merchandise and materials on hand and in transit, at lower of cost 
or market. 

64,801,525 

60,054,874 


$107,691,586 

$104,183,987 

Other Assets. 

$ 992,636 

$ 425,156 


Deferred Charges: 

Unamortized leasehold expenses, advance rentals, prepaid taxes, in- 


surance and pension costs, supplies and other expenses. 

. $ 5.399,526 

$ 4,996,658 

Fixed Assets: 

Land, buildings, furniture and fixtures, at cost. 

. $180,198,447 

$174,518,026 

Less —Depreciation. 

. 59,474,353 

54,946,060 


$120,724,094 

$119,571,966 

Leasehold improvements, less amortization. 

. 30,717,916 

31,372,184 

Construction in progress. 

. 2,815,667 

2,031,076 


$154,257,677 

$152,975,226 

$268,341,425 

$262,581,027 


NOTES TO CONSOLIDATES 

(A) Canadian Subsidiary Company: 

The net assets of the Canadian subsidiary company amounted to approximately 18% of the consolidated net assets. 

(B) Long Term Debt: 

The note purchase agreement whereby the parent company borrowed $15,000,000 from banks which is due in installments from 1963 to 
1975 with interest at 3V$%, restricts the payment of dividends (othej: than stock dividends) and the purchase, redemption or retirement of 
shares of the company’s stock. At December 31, 1959 income retained for use in the business was approximately $24,900,000 in excess of the 
amount so restricted. The parent company owes an additional $3,000,000 to a bank which is payable $1,000,000 a year with interest at 3%. 

The installment of $1,000,000 due on January 15, 1960 is included in current liabilities. 
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S. KRESGE COMPANY 

AND SUBSIDIARY COMPANIES 


LIABILITIES 1959 

Current Liabilities: 


Portion of bank loan payable within one year. $ 1,000,000 

Accounts payable—trade. 15,698,984 

Accrued taxes, payrolls, expenses and other accounts payable. 16,959,354 

Estimated U. S. and Canadian income taxes. 5,840,332 


$ 39,498,670 


1958 


$ 1,000,000 
12,390,430 
15,775,971 
8,570,399 
$ 37,736,800 


Long Term Debt: 

Bank loans. $ 17,000,000 

Real estate mortgages. 2,629,237 

$ 19,629,237 


Deferred U. S. and Canadian Income Taxes . $ 5,747,500 

Stockholders’ Equity: 

Capital stock 

Authorized 10,000,000 shares at $10 par value 

Issued 5,517,872 shares. $ 55,178,720 

Excess of proceeds received from the sale of treasury shares 
over the cost thereof. 224,412 

Income retained for use in the business, statement attached. 148,062,886 


$203,466,018 

$268,341,425 


$ 18,000,000 
2,726,276 
$ 20,726,276 

$ 4,509,000 


$ 55,178,720 

224,412 

144,205,819 

$199,608,951 

$262,581,027 


> financial statements 

(C) Sales Tax Assessment: 

The State of Ohio has assessed sales taxes aggregating $456,066, including penalties, for the years 1952, 1953, 1954 and 1955. The company 
is contesting the assessment and, while it is not possible to determine the final outcome at this time, in the opinion of legal counsel for the com¬ 
pany there is no basis in fact or in law for the assessment and the final liability, if any, which may be determined, would have no material effect 
on the financial position of the company. 

(D) Commitments: 

The aggregate minimum amount of rentals under long-term leases for the year 1960 on all real property now leased to the company and 
its subsidiaries will approximate $14,110,000. The leases for the most part also provide for payment by the lessee of taxes, repairs and insurance. 
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IV 



K R E S G E 

Variety Department Stores 
are most inviting 


“The MAGIC of Merchandising” apjtly describes 
the Kresge Company’s present rapid expansion. This 
expansion includes not only wider varieties of mer¬ 
chandise, but also improved shopping services. 

One need only approach a new Kresge variety de¬ 
partment store to view the impressive results of 
Kresge’s progress. The entire store front of windows 
creates a visual door of welcome. Inside, the new fresh 
look of modern decor, inviting eye-focusing displays, 
relaxing freedom of movement, convenient self selec¬ 
tion, all contribute to pleasant, leisurely shopping. 

Vast selections add to 
shopping enjoyment 

And Kresge customers have such diversified assort¬ 
ments from which to choose, including: grass seed to 
power mowers—nails to power tools—women’s hosiery 
to complete ensembles—men’s handkerchiefs to wear¬ 
ing apparel—curtain rods to furniture for every room 
— thread to yard goods — harmonicas to hi-fi sets — 
skates to bicycles—electric curling irons to reversible 
fans. 

The windows and departments pictured on these 
pages give you an idea of the progressiveness of your 
Company’s new variety department stores. And the 
end is not in sight. New departments are continuously 
being added, and present departments are reaching 
out for more varieties of related items. 

As part of Kresge’s merchandising program, store 
managers visit, and keep their eye on competitive 
stores to observe and compare merchandising prog¬ 
ress. Should a competitor display merchandise not 
carried by your stores, Kresge buyers are immediately 
notified. Should identical or comparable merchandise 
be priced lower than Kresge’s, steps are promptly 
taken to adjust your Company’s pricing policy. 

Kresge buyers do not wait for suppliers to come to 
them. They go in search of new items, even to foreign 
countries. And the buying habits of shoppers are con¬ 
stantly checked to detect changes in trends. It is the 
aim of the Kresge Company always to be the leader 
in catering to the needs of value-wise shoppers. 


In all of Kresge’s new variety department stores you will 
discover the “new look” in store windows . . . appealingly 
trimmed in the most modern manner, featuring seasonable 
merchandise . 










































KRESGE QUALITY 

is winning thousands of 
new customers every day 




furniture mart 



J HILE shoppers can now buy more things at 

| Kresge’s than ever before, larger varieties and ex¬ 

panded merchandise lines are not the only attraction. 
Kresge QUALITY is an increasingly prominent factor 
in creating added sales volume for your stores. 

Whether an article is for personal, home or family 
use, it must be of good, dependable quality before 
your Company will display it. The success of your 
hundreds of stores is being continuously built by the 
* reliability of the Kresge name. 

y Quality at Kresge’s 

is a continuous program 

How does Kresge’s plan its pattern of quality con¬ 
trol? In two ways — by maintaining a program of 
analysis, checking, testing and comparison which 
assures quality-value—and by displaying products that 
are nationally known and accepted. 

How well it looks—how well it serves—how well it 
lasts—are the yardsticks by which the quality of Kresge 
merchandise is measured. Upon Kresge’s experienced 
buyers rests the responsibility of supervising this con¬ 
stant quality control, and of making Kresge quality 
available at most economical prices. 
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COMMUNICATIO 


your company's ambassador 


NS 


of 


CENTER 

good will 


KRESGE’S Communications Center is all that the 
name implies. All public and employee relations pro¬ 
grams are formulated, and Company news releases 
originate, in the Communications Center under the 
Director of Public and Employee Relations. 

No detail of communications is overlooked to create 
good will for your Company. A customer in Ohio writes 
to compliment the splendid personnel of one of your 
stores. A customer in New Jersey criticizes Kresge 
service. All such letters are promptly answered; and 
every store manager receives a communication on 
both “sweet and bitter” comments. The customer’s 
viewpoint is always considered and appreciated. 

Kresge managers 
support civic enterprises 

Not only is the customer’s friendly relations highly 
valued, but in every community served by your stores, 
the Kresge Company gives wholehearted support to 
civic enterprises and worthy charities. In many such 
programs, the Kresge store manager takes the leading 
role. He is also active in the Chamber of Commerce, 
merchants associations and other civic organizations. 
Each Kresge store is a friendly, dependable neighbor 
in its community. 

Besides taking part in local affairs, your Company 
is actively interested in the United States Chamber of 
Commerce, various state chambers of commerce, the 
State Chain Store Council, the Variety Store Associ¬ 
ation and other retail organizations. All these efforts 
are part of Communications Center planning. 

Labor relations 
an important function 

Labor relations is another important function of 
Communications Center. The Center seeks to create 
and maintain the most favorable attitudes between 
management and employees, and participates in union 
negotiations in cities where contracts are in effect. 

“I saw it in the Kresge News” 

The “Kresge News”, issued 10 months of each year, 
is an informative 12- to 16-page tabloid-size publica¬ 
tion sent to every member of the Kresge Company. 


It presents, in words and pictures, interesting accounts 
of “what’s going on” and “who’s who" at Kresge 
stores, district offices and the Administration Building. 
It also includes facts about Kresge merchandise, 
Kresge quality and Kresge suppliers. 

The publication has a circulation of 38,000 and is 
written and edited by a special Communications 
Center staff. Its editorial policy is to present news that 
will inform and interest employees, and help to keep 
morale and enthusiasm at a high level. 

Included in Communications Center activities is the 
preparation and release of publicity for new store 
openings as well as articles covering personnel, finan¬ 
cial news and other items of interest to employees, 
stockholders and the public. These press releases are 
sent to various media including newspapers, maga¬ 
zines, radio and television. 

Communications Center also contributes to the 
friendly, cooperative relationship between the Kresge 
Company and its more than 5,000 suppliers, some of 
whom have served the Company for over 50 years. 

Kresge’s, through its Communications Center, 
leaves nothing undone to foster good will for your 
Company. 



Mr. A. B. Fairbanks, Director of Public and Employee Rela¬ 
tions, and Miss Ann C. Wolff, Editor of Kresge News, check¬ 
ing over press proof copy of Company’s publication. 
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Kresge’s own pottery 
largest in America 


A typical dinnerware display in one of 
Kresge’s variety department stores. Design at 
right is Kresge’s popular “Fernlea” pattern. 


Keeping America's 
tables well set with 
beautiful dinnerware 


Full-color advertising in The Ladies’ 
Home Journal acquaints millions of 
homemakers with the outstanding 
value of Kresge dinnerware. 


CREATING lovely, fine quality dinnerware—and 
producing it at the rate of more than 1,000,000 pieces 
a week—is the achievement of Kresge’s huge pottery 
located at Mt. Clemens, Michigan. 

This modern pottery covers approximately ten acres 
and is mechanized with the most up-to-date facilities 
conceivable. It keeps your stores continuously stocked 
with a wide assortment of beautiful patterns in grace¬ 
ful, distinctive dinner services; gay, colorful luncheon 
sets; attractive breakfast dishes; as well as individual 
odd pieces for sundry needs. 

Quality is of first order 

To produce consistently excellent quality, the 
pottery selects choice clays, feldspar, flint and other 
essential minerals from various sections of the country. 
And many phases of manufacture, such as mixing, 
filtering, molding and baking, are necessary to trans¬ 
form these elements into glistening cups, saucers, 
plates, bowls, pitchers, and other items. These proc¬ 


esses demand the most ingenious equipment as well 
as the deft hands of highly skilled workers. 

But even this combination of prime ingredients, 
modern mechanization and individual craftsmanship 
does not complete the story. Kresge quality is further 
safeguarded through the rigid, constant inspection of 
every article, assuring a rich, durable finish and artistic 
design. 

In order to meet the fluctuating seasonal demand 
for Kresge dinnerware and still maintain leveled-out 
production, the pottery operates its own large ware¬ 
house. This procedure helps provide steady year- 
round employment for Kresge dinnerware personnel, 
and makes possible the most efficient and economical 
method of manufacture which is reflected in Kresge’s 
attractive prices. 



The Kresge pottery at Mt. Clemens, Mich¬ 
igan, 30 miles from Detroit, is the most 
modern in the world. 













































































FINANCIAL 


SUMMARY 



1959 

1958 

1957 

1956 

FINANCIAL OPERATIONS 







•< 

Sales to Customers. 

$404,904,879 

$384,379,362 

$377,169,219 

$366,355,381 

Number of Stores in Operation 

December 31. 

725 


706 


692 


676 

United States. 

632 


618 


609 


594 

Canada. 

92 


88 


83 


82 

Puerto Rico. 

1 




- 


— 

Net Income 

Per Share. 

S 2.30 

$ 

2.50 

$ 

2.42 

$ 

2.45 

Per Sales Dollar. 

.0313 


.0359 


.0354 


.0368 

Cash Dividends. 

$ 8,828,595 

$ 

8,828,595 

$ 

8,828,595 

$ 

8,828,595 

Amount Per Share. 

1.60 


1.60 


1.60 


1.60 

Per Sales Dollar. 

.0218 


.0230 


.0234 


.0241 

Provided for United States Federal and 
Canadian Income Taxes. 

$ 13,000,000 

$ 

14,100,000 

$ 

14,029,700 

$ 

14,307,400 

Taxes—Other than United States Federal 
and Canadian Income Taxes. 

$ 11,450,823 

$ 

10,598,132 

$ 

10,289,332 

$ 

9,471,685 

Taxes of All Kinds—Per Share. 

$ 4.43 

$ 

4.48 

$ 

4.41 

$ 

4.31 

FINANCIAL CONDITION 








Cash and Government Bonds. 

$ 41,066,472 

$ 

43,047,602 

$ 

43,728,234 

$ 

48,423,041 

Excess of Cash and Government Securi¬ 
ties over Current Liabilities. 

$ 1,567,802 

$ 

5,310,802 

$ 

8,750,639 

$ 

« 

12,668,838 

Long Term Debt. 

$ 19,629,237 

$ 

20,726,276 

$ 

21,819,868 

$ 

22,968,545 J 
< 

Inventories of Merchandise. 

$ 64,801,525 

$ 

60,054,874 

$ 

54,049,568 

$ 

53,825,004 

% to Sales. 

16.00% 


15.62% 


14.33% 


14.69% 

Net Working Capital. 

$ 68,192,916 

$ 

66,447,187 

$ 

63,888,177 

$ 

67,509,082 

Ratio of Current Assets to 

Current Liabilities. 

2.73 to 1 


2.76 to 1 


2.83 to 1 


2.89 to 1 

Plant and Equipment Additions less 
Retirements. 

$ 9,716,501 

$ 

9,738,413 

$ 

15,467,758 

$ 

17,214,551 

Percentage of Fixed Assets to Total 

Assets. 

57.49% 


58.26% 


59.37% 


57.07% 
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S. S. KRESGE COMPANY 

AND SUBSIDIARY COMPANIES 


1955 

1954 

1953 

1952 

1951 

1950 

, $354,650,628 

$337,913,670 

$337,299,151 

$326,418,036 

$310,977,586 

$294,838,953 

673 

690 

692 

695 

690 

694 

596 

616 

621 

627 

624 

628 

77 

74 

71 

68 

66 

66 

$ 2.40 

$ 2.11 

$ 2.40 

$ 2.56 

$ 2.70 

$ 3.46 

.0374 

.0344 

.0393 

.0433 

.0480 

.0648 

$ 8,828,595 

$ 9,932,170 

$ 11,035,744 

$ 11,035,744 

$ 11,035,744 

$ 12,415,212 

1.60 

1.80 

2.00 

2.00 

2.00 

2.25 

.0249 

.0294 

.0327 

.0338 

.0355 

.0421 

$ 13,820,200 

i 

$ 11,785,300 

$ 13,380,400 

$ 14,810,000 

$ 14,220,000 

$ 14,240,000 

1 

$ 9,050,711 

$ 8,823,507 

$ 8,402,518 

$ 8,111,662 

$ 7,866,580 

$ 7,363,885 

$ 4.14 

$ 3.73 

$ 3.95 

$ 4.15 

$ 4.00 

$ 3.92 

$ 56,557,668 

$ 39,157,077 

$ 48,586,105 

$ 51,396,764 

$ 53,404,874 

$ 58,236,502 

$ 19,183,630 

$ 6,847,580 

$ 13,875,610 

$ 15,082,027 

$ 19,312,774 

$ 23,521,201 

t $ 22,890,789 

$ 3,061,726 

$ 3,148,604 

$ 3,234,336 

$ 3,685,825 

$ 3,122,885 

$ 51,918,630 

$ 46,649,111 

$ 46,807,326 

$ 48,123,722 

$ 45,319,466 

$ 45,314,658 

14.64% 

13.81% 

13.88% 

14.74% 

14.57% 

15.37% 

$ 72,210,760 

$ 54,421,082 

$ 61,564,764 

$ 64,035,489 

$ 65,188,803 

$ 69,643,813 

2.93 to 1 

2.68 to 1 

2.76 to 1 

2.76 to 1 

2.91 to 1 

3.01 to 1 

$ 12,985,767 

$ 14,834,962 

$ 9,721,962 

$ 8,854,900 

$ 11,789,995 

$ 16,915,609 

53.72% 

57.91% 

53.45% 

51.43% 

50.62% 

47.91% 
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a NEW KRESGE 


New store, Rio Piedras, San Juan, Puerto Rico — 65th 
Infantry Shopping Center — 17,678 sq. ft. floor space 


Light shaded states and provinces are now served by Kresge 
stores. Darker shaded states are included in Kresge's expansion 
plans. During 1959, new stores were opened in Texas, Arizona, 
Florida, Alabama and Tennessee, as well as in Puerto Rico. 



New store, Atlanta, Georgia 

Lenox Square Shopping Center — 40,490 sq. ft. floor space 



New store, Edmonton, Alberta, Canada 
Bonnie Doon Centre — 15,899 sq. ft. floor space 


All of the new Kresge stores opened in 1959 were variety 
department stores, located in shopping centers. These new 
stores added 627,305 square feet to your Company’s sales 
space. Each store was individually designed to conform to 
the architecture of the shopping center. 

Of Kresge’s 725 stores, 268 are located in shopping cen¬ 
ters, 275 are classified as variety department stores, and 407 
are the self-selection and check-out type. 

Included in your Company’s store development activities 
during the year were two successful food department projects. 
A large, modem, 180-seat cafeteria was opened in one of 
Kresge’s Minneapolis stores. A table-service restaurant, spe¬ 
cializing in charcoal broiled steaks and other popular dinners, 
was installed in a Cleveland store. 

The decor and lighting of your new stores rank with the 
country’s finest. Scientifically classified displays make it more 
desirable and convenient than ever for shoppers to see and 
select from Kresge’s enlarged assortments of merchandise. 


During 1959. now Kresge stores were opened in: 


Akron, Ohio 
Altoona, Pa. 
Arvida, Quebec 
Atlanta, Ga. (2) 
Baltimore, Md. 
Birmingham, Ala. 
Bradenton, Fla. 
Bridgeview, III. 
Camp Hill, Pa. 
Champaign, 111. 
Chattanooga, Term. 
Cincinnati, Ohio 
Clawson, Mich. 


Dallas, Tex. 
Dearborn, Mich. 
Deerfield, III. 

Des Moines, la. 
Detroit, Mich. 
Dorval, Quebec 
Edmonton, Alberta 
Fort Worth, Tex. 
Glendale, Ariz. 
Joliet, 111. 

Livonia, Mich. 
Miami, Fla. 

N. Plainfield, N. J 


Willowick, Ohio Winnipeg, 


Oaklawn, III. 

Orlando, Fla. 
Pittsburgh, Pa. 
Quincy, III. 

Rio Piedras, San Juan, 
Puerto Rico 
Rockville, Md. 

St. Charles, III. 

St. Petersburg, Fla. 
Stow, Ohio 
Uniontown, Pa. 
Vancouver, Br. Col. 
Washington, D. C. 
Manitoba 
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New store, St. Petersburg, Florida—Pasadena Shopping Center — 25,667 sq. ft. floor space 


Location of your stores as of December 31, 1359 


Alabama . 1 

Arizona . 1 

Connecticut . 14 

Delaware . 1 

Florida. 4 

Georgia . 3 

Illinois . 74 

Indiana. 35 

Iowa . 20 

Kansas . 7 


Kentucky . 11 

Maine. 3 

Maryland . 17 

Massachusetts . 24 

Michigan .100 

Minnesota . 14 

Missouri. 18 

Nebraska . 4 

New Hampshire . 2 

New Jersey. 17 


New York . 59 

North Dakota . 4 

Ohio. 89 

Pennsylvania . 56 

Rhode Island. 2 

South Dakota . 4 

Tennessee. 1 

Texas . 2 

Vermont. 2 

Virginia . 7 


West Virginia. 6 

Wisconsin . 22 

District of Columbia .... 8 

Puerto Rico. 1 

Alberta. 6 

British Columbia. 5 

Manitoba . 3 

Ontario. 56 

Quebec. 18 

Saskatchewan . 4 


NEW Kresge stores will win millions off NEW customers in ’60 


YOUR Company's present plans call for the opening 
of 60 new stores during 1960—56 in the United States 
and 4 in Canada. All will be variety department stores 
with the popular self-selection, check-out feature. All 
but one w ill be located in shopping centers. New states 
to be included in Kresge’s expansion program are 
Colorado, Oklahoma, Nevada and California. 

In San Antonio, Texas; Birmingham, Alabama; 
Tucson, Arizona; St. Louis, Missouri; and Grand 
Rapids, Michigan, new Kresge stores will open in 
enclosed-mall shopping centers, where the entire area 
of the center is under one roof. It is heated in winter 
and air conditioned in summer. Shoppers are protected 


from the weather at all times, and can walk directly 
into the Kresge store from the mall. 

Three of the new stores planned for 1960 will have 
up-and-down escalators. 

The conversion of present stores to self-selection, 
check-out service will continue. Twenty-seven such 
operations are planned for 1960. 

The year will be one of accelerated activity in the 
expansion program of your Company. And Kresge's 
construction department is planning many new stores 
for the years ahead. The real estate department, with 
offices in Detroit and Los Angeles, is ever on the alert 
for new sites to further serve value-minded shoppers. 



Proposed store, Pinehurst, Texas 
Mac Arthur Drive Shopping Center — 24,000 sq. ft. floor space 



Proposed store, Hamden, Connecticut 
Hamden Mart — 24,000 sq. ft. floor space 


Picture on cover, proposed store, Lubbock, Texas—Caprock Shopping Center — 23,000 sq. ft. floor space 

































































